The paper presents the results of a study conducted in India that assesses the impact of marketing mix elements on overall quality perception of customers about water purifiers. The results of confirmatory factor analysis confirmed the factor structure of marketing mix elements (product, price, promotion and place). Moreover, multiple regression results showed that barring place, all other marketing mix elements viz. product, price, and promotion have positive significant impact on overall quality perception of customers. The sample comprised of 253 respondents.
Introduction
Marketing mix is a business instrument used by the management of firms which enable them to stay in global competitive environment. It refers to the four major areas of decision making (4P's) in the marketing process that are intermingled and mixed to achieve the results expected by the firm to gratify the needs and wants of customers. According to Shankar and Chin (2011) , marketing mix is the set of controllable, strategic marketing tools of product, price, place and promotion (4P's) which are the variables that marketing managers can manage in order to best satisfy customers' needs. For any business to be successful in today's increasingly competitive marketplace, it has become a mandatory exercise for every business to offer a quality product that satisfies customer needs, offer affordable price, and engage in wider distribution and back it up with effective and efficient promotional strategies. Marketing mix is the set of controllable strategic marketing tools-product, price, place and promotion-that the firm intermingles to fabricate the response it wants in the target market (Kotler and Armstrong, 2005) . The marketing mixes consist of everything the firm can do to influence the demand for its product. According to McCarthy (2001) , marketing mix (4P's) can be considered as a means of translating marketing planning into practice: product, price, place and promotion. Owomoyela et al. (2013) confirmed positive and significant of marketing mix variables (product, price, place and promotion) on customer loyalty among Nigerian consumers. Aghaei et al. (2014) examined the effects of services marketing mix on brand equity and concluded the strong positive and meaningful relationship between them in context of chain stores of Algeria. Marketing mix variables and consumers' actual purchase behaviour with reference to frozen food are positively related (Nguyen et al., 2015) .
Water purifier industry in India is on overdrive. The rapid urbanisation and excellent growth in the middle class population due to good economic condition has created a stupendous upsurge in water purifier industry in India. Indian water purification market comprises of broadly five segments viz. Ultra violet (UV), reverse osmosis (RO), ultra filter (UF), total dissolved solids (TDS) and silver nano are some of the technologies used in the water purifiers. All the major players viz. Kent RO, Eureka Forbes, Whirlpool, HUL Pureit, Tata Swach and Godrej in the industry operate in electric segment whereas HUL, Tata and Eureka Forbes (aquasure) operate in the non electric segment.
The market is expected to be driven by rising product awareness across urban as well as rural centres. High metal content in water sources in states such as West Bengal, Bihar, Rajasthan, Orissa, Tamil Nadu, Andhra Pradesh is further augmenting the water purifier demand in various Tier 2 and Tier 3 cities across these states. Till recently, rural markets in India were not on the radars of purifier companies, predominantly due to vast presence of low income consumer in rural pockets coupled with weak sales and distribution networks of the companies in these areas. However, various companies like HUL, Tata etc. with innovative low-cost products are now aggressively targeting the country's rural market, particularly in offline water purifier segment.
The water purifier market faces challenges such as lack of awareness and lack of standardisation among the products marketed by companies. Recent trends have made it evident that new players are entering the market and they are also trying to increase the number of selling points.
The RO water purifier market in India is largely consolidated, with around 70% share being held by ten players. Eureka Forbes and Kent RO are the market leaders in this segment, together accounting for about 50% market share in 2013. HUL, Whirlpool, LG and Tata chemicals are the other major players operating in this market. The market is also witnessing entry of new players, with one latest entrant being livpure, a luminuous technologies brand.
Due to the abundant choice of water purifiers available in the market, every firm offering water purifier is interested in understanding about consumer perception with reference to overall quality of water purifiers. In case of tangible goods, marketing mix (4P's) play a vital role in offering overall quality to customers and subsequently expecting long term loyalty with the company. The issues faced by Indian water purifier companies are to determine the relative importance of marketing mix elements on overall quality of the product perceived by consumers. It is on this note that the current research work intended to investigate the impact of marketing mix elements on Indian consumers' overall product quality perception.
Review of literature
The present study intends to examine the effects of marketing mix on perceived quality of water purifier. The marketing mix consist of product, price, promotion and place (McCarthy, 2001) . It is defined as the right product, in convenient location, with a worthy price and at a right time. Marketing mix is the essential factor of decision making and perceived quality. Product is something that meets a need or demand of the customer. Product can be a physical object, a kind of service, location, organisation, or even an idea or thought (Moheb Ali and Amir, 2002) . Some of the most important characteristics of the product, including price competitiveness, product name, manufacturer name, product quality, alternative product, similar or competitor product, shape, design, color and packaging, buying facilities, delivery time, transportation services, ensuring product quality, after sales services and the size of product must be examined to identify a product (Bolourian, 1999) . Price is the amount of money that is paid for a product or service to an individual or organisation. It is the sum of the values that consumers exchange for the benefits of having a product or service (Kotler and Armstrong, 2006) . Price is the amount of money that customer spends for having a product. Price equals to the whole values that a consumer loses in order to enjoy the advantages of having one product or service (Azizi, 2002) .
Distribution and location are the simplest terms in 4P and yet they play an important role in it. Distribution simply means delivering the desired product of the customer to the desired location in the desired time (Alvdary, 2004) . It is to provide essential economic functions in society, bridging the gap between production and consumption (Stem and Torger, 1980 ). Distributor's key function is to provide the right product to the customer when and where it is needed.
Study undertaken by Aghaei et al. (2013) in an empirical investigation to effects of services marketing mix on brand dimensions in order to enhance brand equity in the Tehran's chain stores found that product (service) is the most effective factor on the perceived quality of the customer to the brand and it represents that the product itself should be considered firstly and then the other marketing plans should be considered. About the effectiveness of the services marketing mix on brand loyalty it has been proved that in the services marketing mix, promotions can be considered the most effective factor. From the results of brand equity, we can understand that pricing, process of service and the customers' awareness of brand are the most effective factors that can lead to the highest level of profitability. Results of multiple regression analysis indicate that price, product, promotion, place, physical evidence, process and people of the store, have significantly positive effect on perceived quality of the brand. Regression coefficient for the effect of product on perceived quality is 0.894, the effect of place on perceived quality is 0.438 and the effect of promotions on perceived quality is 0.666. The effect of physical evidence on perceived quality is equal to 0.525 and the effect of processes on perceived quality is 0.314, and ultimately the impact of people of the markets on perceived quality is estimated 0.549.
In another study conducted by Das (2013) to examine factors affecting consumer purchase decision of water purifier found that the behaviour of consumers is affected by various factors like price of product, technology, health and safety, brand name, marketing activities as well as their own characteristics. They also found that brand name motivates most customers to purchase water purifier followed by purification, then technology and finally price. 35% people are motivated by brand name followed by 28% by purification, then 26% by technology and 11% by price. 50% people perceive that, their water purifier prices are affordable. 32% respondents suggested the prices of water purifier have to be revised. 18%respondents agreed to the prices of water purifier to be high and 16% customer have been attracted through road shows (kiosk) and 23% through direct marketing and 61% through demonstration. Bhateja et al. (2014) concluded based on their study of consumer behaviour on safe drinking water in households that consumers are price conscious; they tend to use less priced mineral water; they do not give preference to the high quality product that much; they use the brand recommended by other customers and they go for experiments. Moreover, authors found that consumers give priority to those brands which provide accessories with their core product and provide consumer service in terms of solving service queries and problems. Lathangi et al. (2014) found significant relationship between marketing mix, product, place, promotion and price and customer perception and brand loyalty. Their empirical study was intended to investigate the impact of marketing mix elements and customer perception on brand loyalty. Nguyen et al. (2015) conducted an empirical study to understand impact of marketing mix variables on consumer buying behaviour in Vietnam. They included marketing mix variables like; product, competitive price, shopping experience, promotion, atmosphere and personnel. Multiple regression analysis results confirmed product as most significant impacting consumer buying behaviour factor followed by shopping convenience, store atmosphere, price, promotion and personnel. The study results were based on sample size of 222 respondents. Souar et al. (2015) investigated the relationship between marketing mix elements and consumer loyalty to highlight the most important elements in the Algerian telecommunications sector. Authors included seven elements of the marketing mix namely; product, process of providing the service, promotion, performance of employees, physical evidence, price, place/distribution. The structural equation modelling results confirmed positive and significant effects of product, process of providing the service, and promotion on consumer loyalty, whereas other four factors were found insignificant.
The present study examined a model to account for the relationship between the seven elements of the marketing mix and consumer loyalty. Results obtained show that product, process of providing the service, and promotion have a positive and significant effect on consumer loyalty, while performance of employees, physical evidence, price, place/distribution do not have a significant effect on consumer loyalty.
Research model
The current study is based on the research model which has been adopted from the literature in the area of consumer perception and marketing mix elements in different contexts. The research model of the study examines the impact of different marketing mix elements on overall quality perceptions of customers in Indian context (see Figure 1) . The schematic diagram of the research model above shows the relationship between the dependent and independent variables. The theoretical framework shown above is the foundation on which the entire research is based upon. Overall quality perception is the dependent variable and marketing mix elements (product, price, promotion, and place) are independent variables in this research. The dependent variable is analysed in this research in order to find out the solution to the problem. The independent variables are believed to be the variables that influence the dependent variable (overall quality perception) in either a positive or a negative way.
Research methodology

Data collection instrument
The primary data for the study was collected through a structured questionnaire with close-ended questions. In this study to measure perceptions of customers about marketing mix elements (product, price, promotion, and place), we used measurement scale developed by Yoo et al. (2000) . First part of the questionnaire included questions about general information about respondents like age, gender, marital status, education background, occupation, income, native place, brand of water purifier used etc. Second part of the questionnaire included 20 questions for marketing mix elements and one question for overall quality perception. All the questions in the second part of research instrument were measured on a Likert's scale ranging from 1 = strongly disagree to 5 = strongly agree.
Sample and data collection
A field survey has been conducted by the researchers with the help of structured questionnaire with close-ended questions among respondents in Delhi National Capital Region (NCR). The NCR comprises of areas around: Bahadurgarh, Faridabad, Ghaziabad, Gurgaon, Noida. Study used convenience sampling (non-probability sampling) method for data collection. Sample size collected was 253 respondents. In case of exploratory factor analysis (multivariate analysis technique), more acceptable sample size would have a 10:1 ratio [Hair et al., (2008), p.136] . In structural equation modelling as a rule of thumb, any number above 200 (critical sample size) is understood to provide sufficient statistical power for data analysis (Hoelter, 1983; Hoe, 2008) .
Data analysis
Sample profile
The convenient sample of 253 water purifier users covers a wide cross-section of number of parameters such as age, gender, level of education, occupational status, monthly personal/family income, marital status, native place and brand of water purifier used. It can be seen from the Table 1 that the majority of the respondents taken for study were young (38.40%) while one of them were above 45 years of age. With the male-female ratio being 57:43 and 65% of the respondents were married. In terms of level of education, most of them (68.40%) were highly educated and were post-graduates, another 28.50% were graduates, while more than half of them were salaried employees. In terms of native place, 58% of them belonged to metropolitan while 30% of them belonged to city.
Out of the sample of 253 respondents 39.90% of them were using Kent RO and 36.40% of them were using Eureka Forbes water purifier. 12% of the respondents were using HUL Pure it. 5% of them were using other local brand water purifiers.
To identify the predictors of overall quality perception of water purifiers, we began with the inter-correlation matrix presented in Table 2 . The results in this table show that each of the independent variables viz. product, price, place and promotion are positively and significantly correlated with overall perception of water purifiers and among themselves. This evidence indicates among other things, that the independent variables selected for this study are both relevant and important as potential predictors of overall quality perception for water purifiers. Notes: **P < 0.01, *P < 0.05.
CFA results
The present study adapted the measurement scale from the past literature, therefore confirmatory factor analysis (CFA) was employed to check how well the model fits the data collected for this study. AMOS 16.0 version was used to run the CFA. Measurement model was tested with CFA, which considered four dimensions with twenty variables (see Figure 2 ). Jaccard and Wan (1996) mentioned three categories of goodness of fit, which can be considered while assessing the fitness of the measurement model. First category constitutes absolute fit measures like chi-square, goodness of fit index (GFI), root mean square error of approximation (RMSEA) as badness of fit indices. Second category consists of incremental fit indices like comparative fit index (CFI). CMIN/DF as third category for model fit. There are prescribed threshold levels for these three kids of fit indices. If the criteria for any of the indices do not meet the standard, then the model cannot be considered as fit. Notes: poct = product; pie = price; potn = promotion; pae = place. CFA resulted in final set of 12 variables in four dimensions by deleting eight variables from all four dimensions (product = 3, price = 1, place = 2, promotion = 2). The criteria adopted for removal of variables was factor loadings < 0.70 threshold level. Low factor loadings (i.e., less than 0.7) result in situations where more than 50% of the variance in an observed variable is explained by factors other than the construct to which the variable is theoretically related (i.e., other constructs or types of error). As a result, such low factor loadings could be indicative of problems with the factor structure being represented (Tellis et al., 2009 ). Based on the results obtained from the CFA (see Table  3 ), it can be concluded that values of absolute fit indices, incremental indices, and parsimonious fit indices are in acceptable threshold. Therefore in total CFA results support the measurement model fit.
Multiple regression analysis
Multiple regression equations were developed to relate the customer overall quality perception with the product, price, place and promotion collected. For the purpose of developing the regression equation, overall quality perception about water purifiers was taken as dependent variable and the product, price, place and promotion were taken as the independent variables. It can be seen from the model summary table that in this study four independent variables are able to explain 54.30% of the variance in dependent variable (see Table 4 ). Significant F-value (see ANOVA Table 5 ) provides evidence that the study model is fitting in the data of the study. In the coefficient table, it is concluded that product, price and promotion variables are significant in explaining overall quality of water purifiers. However, place variable was not found significant in the study. All these independent variables are tested at 5% level of significance. The multiple regression equation is shown in Table 7 . Durbin-Watson value less than 2 confirmed that there are no concerns of serious multicollinearity among independent variables. The standardised coefficient (see Table 6 ) for the independent variable product is the highest (β = 0.503, t = 8.292, and p < 0.001), and it can be concluded that it has the strongest influence on the overall quality of water purifiers based on consumer perception. The second strongest influencing variable was price (β = 0.144, t = 2. 453, and p = 0.020). The promotion element of marketing mix also had a significant influence (β = 0.124, t = 2.199, and p = 0.029) on overall quality of water purifiers. The place element of marketing mix was not found significant in explaining overall quality of water purifiers. Multiple regression equation (see Table 7 ) has been developed based on the intercept term and coefficients calculated from the study.
Conclusions
Indian water purifier industry is on overdrive and is expected to grow at a CAGR of around 15% until 2019. Companies are constantly innovating and introducing purifiers to serve the demand for water purification. Indian water purification market comprises of five segments viz. UV, RO, UF, TDS and silver nano are some of the technologies used in the water purifiers. The focus of present research work is to identify overall quality perceptions of customer with respect to marketing mix elements (product, promotion, price, and place) about water purifiers. A sample size of 253 respondents was interviewed in Delhi NCR. Multi-item measures were used to determine the data on the data constructs considered. A total number of 20 items were constructed for the questionnaire on four different independent variables viz. product, price, place and promotion. In terms of statistical techniques CFA and multiple regression were used. All the six major players viz. Kent RO, Eureka Forbes, Whirlpool, HUL Pureit, Tata Swach and Godrej in the industry taken for study operate in electric segment whereas HUL, Tata and Eureka Forbes (aquasure) operate in the non electric segment.
Findings revealed that most of the respondents were middle aged and were highly educated. 40% of the respondents were using Kent RO and 36% of them were using Eureka Forbes. Results of inter-correlation matrix revealed that each of the independent variables viz. product, price, place and promotion are positively and significantly correlated with overall perception of water purifiers and among themselves.
CFA concluded that values of absolute fit indices, incremental indices, and parsimonious fit indices are in acceptable threshold. Therefore in total CFA results support the measurement model fit.
Results of multiple regression analysis concluded that product, price and promotion variables are significant in explaining overall quality of water purifiers. However, place variable was not found significant in the study.
The regression models were able to predict 54.30% contribution of independent variables taken for study. It indicates that 45.70% of the variation in the overall quality perception of consumer is caused by some other variables, which are not considered in this study. So for further study, other variables such as people, process, physical evidence, after sales services etc should be considered to see other predicting factors contributing to the perceptual phenomena or not.
Implications of the study
Water purifier Industry is the fastest growing industry in India. As a result, many companies are entering this market. The findings of this study will help the companies to understand about consumers' needs and expectations from water purifier. Moreover, this study will help customers to understand which company is the best in terms of product attributes, prices and promotion.
Further, from the researcher's point of view, it will help to develop an understanding and appreciation of water purification marketing techniques and their implications to increase the sales volume.
The research will be able to develop an understanding in terms of following:
• marketing strategy for water purifier
• illustrate the goodness for water purifier features, which can be marketed, and the product life cycle
• understanding the predictors for consumer perception formation of overall quality of water purifiers
• differentiate ways by which other competitors are using 4Ps in developing consumer perception.
Limitations and avenue for future research
The findings of the study cannot be generalised for entire India as scope was restricted to Delhi NCR. To validate the findings of this study it is highly recommended to replicate the study across entire India. This study is primarily based on consumer perception and channel members are not included in the survey. Since this product requires after sales service on a regular basis, therefore, three other P's (people, process and physical evidence) may be included in the study to check how they influence overall quality perception.
Recommendations of the study
The water purifier industry today is experiencing stiff competition and the major players, including Kent, Eureka Forbes etc. have come under pressure. Due to intense competition in this sector, retaining a customer is cheaper than finding a new customer. Major players in the market especially Kent have to concentrate on retaining existing customers, which could offer huge business potential in terms of spreading positive word of mouth and also buying new products offered by the company. In terms of competition in this industrymarketing mix elements like; product, price, place, and promotion create competitive advantage, but the decisive test comes in how these are used by the players to differentiate themselves. These marketing mix elements could be a basis for differentiation for the firms, which could be developed into a sustainable competitive advantage in the long run. Any reaction from the competitors to match any of these may require a change in the entire marketing strategy. So, the existing players can focus on the various marketing mix elements discussed in the present study to create a competitive advantage which is sustainable and which cannot be easily matched by their new competitors in the long run.
Present study concludes that companies in this industry should focus on product, price, promotion, and place respectively, as multiple regression results provided evidence of product as the most important marketing mix element in explaining overall quality perception of water purifiers. Based on the findings of the study, it is highly recommended that these players in water purifier industry should focus more on product in comparison to price, promotion. However, results show that place is not significant for customers in using water purifiers. It can be interpreted as that customers will be ready to purchase water purifiers from any location if they find product, price and promotion adequate.
